INTRODUCTION
Discussions about image and branding policies are usually placed in the framework of 'place marketing' and marketing literature helps in defining the features, components and main characters of image and of its relationship with local identity. We suggest, howevet, that managing images is also a political process with significant impact in supporting and shaping the scenario (perceptions and expectations) for innovation and economic policies (Bellini, 2004) . The argument is supported by two different and complementary case studies from Tuscany (Italy).
The first one discusses the case olareas that show a divergence from the dominating pattern of social and economic development in the region. It is shown that 'managing otherness' is more than a communication problem and may reveal underlying ambiguities: at the same time, a request for supporting structurally disadvantaged areas and the affirmation of an alternative identity and of alternative development patterns. The second case study shows a different kind of 'otherness', concerning new industries and emerging social groups. Discussion shows that the branding process may imply a competition between images in order to control the representation of the past, present and future of an area. This competition aims at influencing the policy agenda by manipulating the gaps between image and identity. 89 Towards effective place brand ntanagement
THE THEORY
The Lessons from Marketing Place image (the image of a region, of a city etc.) has come to the attention of both scholars and practitioners mostly within the framework of place marketing in its three main variations defined by its target (inward investors, tourists, residents) as well as with relerence to country-of-origin effects on product image (Kotler and Gertner,2002; Rainisto, 2003; Jaffe and Nebenzahl,2006; van Ham,2008) . It is certainly a concept with a longer history, but it is marketing that has framed it in a consistent way and, above all, has tried to operationalize it. Place branding has been defined as the practice of applying brand strategy and other marketing techniques and disciplines to the economic, social, political and cultural development of cities, regions and countries. Marketing has thus provided 'a philosophy of place management' (Ashworth and Voogd, 1994:39) and place branding has attempted to transfer into local economic development not only some communication techniques, but also the identitybuilding power, the linking value and the emphasis on experience that 'post-modern' scholars attach to brands (Kavaratzis and Ashworth, 2005;  The Communication Group, 2006; Kavaratzis, 2007; Anholt, 2007) . V/ithout doubt, marketing has either strengthened or introduced some serious biases in the way we look at place images. The emphasis on distinctiveness and competitiveness has reflected an obsession with urban and regional 'entrepreneurialism' as well as with an easily misconceived 'customer orientation'. Furthermore marketing implies a competitive, quasi-mercantilist view of regional and local development that is increasingly unrealistic (or at least, partially misleading) in the networkJike, 'coopetitive' scenario of today (cf. Kalandides, 2007a) . Lastly, branding tends to be seen as a technocratic activity, representing the belief in the virtues of professionalism in public management, as opposed to oldfashioned politics.
On a more technical side, the dominance of marketing approaches aimed at attracting economic actors, such as tourists and inward investors, has led to emphasize strong, seductive images ('a special place to be'). The new priorities in the 'knowledge economy', and especially the emphasis on attractiveness with regard to residents belonging to certain social groups (such as the 'creative class'), imply to re-focus attention on The imagery therelore overlaps and expresses the vision that those groups envisage and to which they are committed (cf. Hospers, 2004 Hospers, , 2006 ('Il sorpasso', 1962) , a kind of .road movie', has passed on the image of a land to travel through, to be looked at lrom a car's window. 'This is a land where man has lived in respectlul admiration for centuries', a land where nature has dominated man, rather than the other way around.
The main icon is provided by îhe butero, alocal cowboy bravely facing wild nature. A statr-re was dedicated to him in the rail station square, welcoming travellers arriving to the city (Figure 6.3 Grosseto is the 'other Tuscany'. The 'otherness' of Grosseto has more than one meaning: 'being atypical and being peculiar are also the juxtaposed terms by which the local society and its elite have portrayed themselves in their relationship with the external world' (D'Agnelli, 2003) . Possibly the most consistent effort to re-build an identity based on pride and diversity has been realized during the two terms olAlessandro Antichi as mayor of Grosseto (1991 2005) . This controversial, conservative, anti-communist lawyer defeated the left-wing government of the city by emphasizing the reaction to the widespread feeling of decline and by proposing a new rhetoric of development (in his words, 'a ne\ry renaissance'), based on the otherwise lost local identity. He was also a provocative and imaginative manager of symbols and icons, including monuments and cultural events. One famous photograph portrays him as a defìant, proud (but also modern and bourgeois!) replica of fhe buttero, while taming a cow ( Figure 6.4 Figure 6 '6, a group of cypresses shouldportraythequalityoflocalsocialcapitalandtheattitudeto networking among economic actors (like in the 'industrial district')' In the end, trrgtr quatìty and excellence seem to be the only truly horizontal featuresof.lo,.unythatareabletoSupportumbrellabrandseffectively' Quality and excelience concern lifestyle, society, landscape' education' fàod and wine, environment, traditional products (fashion, jewellery, textile), new products. Irony helps: 'also an imperfection may make one extraordinary, as in 'In Tuscany' (see Figure 6' 
